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Abstract 
The purpose of this paper is to examine the nature and distribution of scholars engaged in 
knowledge production in journals focusing on marketing and society, broadly defined.  Who is 
interested in issues of marketing and society?  Where are they from?  How does this compare to 
patterns of scholarship in recognized journals in marketing?  The answers to these questions 
have implications for how sub-disciplines like Macromarketing can position themselves for future 
growth.    
 
Introduction 
Globally there has been an increasing interest in understanding academic research productivity 
(Easton and Easton 2003; Polonsky et al. 2003).  In many instances this work has focused on 
which individuals and institutions are the most productive in top journals (Bakir et al. 2000; 
Helm et al. 2003), within given regions (Cheng et al. 2003) or within specific sub-disciplines of 
marketing (Henthorne et al. 1998; Zinkhan and Leigh 1999).  To date, however, there has been no 
broad-based examination of scholarship devoted to questions of the interface between marketing 
and society. 
 
While marketing and society scholars are likely to be disinclined to participate in the numbers 
game of journal publication, there are practical re sons that, collectively, we understand who is 
and is not engaged in research topics of interest similar to our own, especially in regards to 
publishing in journals that are established to pr mote these issues.  Research performance 
measures are indeed important, for individuals and institutions (Cheng et al. 2003; Williams and 
Van Dyke 2004b), because they affect performance evaluations, promotion and tenure decisions, 
and in some cases allocation of resources within and between academic institutions (HEFC 2004; 
The Education Commission 2004).  In an increasingly measure and manage environment, 
research interests and outlets (especially among young, untenured scholars) cannot help but be 
affected by the reality of journal analyses.  In this environment, a sub-discipline that cannot show 
how it stacks up will be hard pressed to attract the best efforts of scholars worldwide and thus 
inhibit the growth and dissemination of research in the specific area. 
 
Consistent with Wilkie and Moores (2003) call for greater coordination among marketing and 
society-minded scholars, an understanding of who publishes within journals targeting this sub-
discipline is an important first step in developing strategies for enhancing interest and 
participation in meetings, conferences and journals devoted to research on the impact of society 
on marketing, and the impact of marketing on society. 
 
To this end, the purpose of this paper is to examine the geographic nature and distribution of 
scholars engaged in knowledge production in the journals focusing in the area of marketing and 
society, broadly defined.  Where are they from?  How does this compare to patterns of 
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scholarship in leading journals in marketing?  The answers to these questions have implications 
for how sub-disciplines like Macromarketing can position themselves for future growth, as well 
as serve to better promote the fact that this is a v br nt international area of interest supported in 
established journals as well as in more specialized journals that are the focus of this research 
topic. 
 
Method 
The authorship of five years of articles (1999-2003) was examined by institutional nationality, 
across three sets of journals- A, B and Soc ial. The groupings used relied on those identified 
by Polonsky and Whitelaw (2004a & b) who undertook a study of how the average US 
academic views marketing journals on four dimensions- prestige, contribution to theory, 
contribution to practice and contribution to teaching. Within their study Polonsky and Whitelaw 
identified 20 journals that their sample was most familiar with, i.e., able to evaluate, and these 
then formed the basis of their work in regards to develop rankings of these journals (6-A, 11-C 
and 3-C, discussed further in Table One). This set of journals was selected for use because it 
covered a cross section of marketing-focused journals and focused on US marketing academics 
perceptions. Polonsky and Whitelaw (2004a) also identified that these 20 journals had for the 
most part been included in previous ranking studies (Hawes and Keiller 2002; Hult et al 1997; 
Mort et al 2004; Polonsky et al 1999; Theoharakis and Hirst 2002). 
 
The added benefit to using Polonsky and Whitelaws set of journals is that their multi-
dimensional nature allowed journals to be clustered using the four evaluative criteria (Polonsky 
and Whitelaw 2004b), which is also presented in Table One. In this way their groupings allows 
the research presented in this paper to examine performance across clusters of journals, which 
reflect broad groups used in regards to evaluation of performance. For example, the tenure 
expectations of new faculty are specified in As and Bs rather than in terms of specific journals 
(DocSig 2004). This allows for a more straightforward comparison among institutions in terms of 
research productivity, allowing for differ nces in specialization and mission. 
 
It might be suggested that using US-based definitions of top journals or associated clusters 
could be problematic.  However, evidence exists that these serve as global norms for research 
quality.  For example, Mort et al. (1994) found that journal rankings by Australian/New Zealand 
scholars did not significantly differ from journals ranked by US academics.  Additionally, 
Polonsky and Whitelaw (2003) found that perceptions of US and Asia-Pacific academics of the 
four underlying dimensions of journal quality did not differ significantly.  As such, we feel 
comfortable using these clusters are general indicators of journal quality. 
 
In addition, data were collected for the same time period (1999-2003) for journals whose mission 
statements identify issues of marketing and society as their primary focus.  Additionally, these 
journals reflect the breadth of marketing and society issues identified by Wilkie and Moore 
(2003).  Included for analysis were the Journal of Macromarketing, the Journal of Public Policy 
and Marketing, the Journal of Consumer Affairs, the Journal of Non-Profit and Public Sector 
Marketing, the International Journal of Non-Profit and Voluntary Sector Marketing, and Social 
Marketing Quarterly.  (Because complete records for SMQ were not available for this time 
period, it is included in descriptive, but not analytic, analyses). We do of course recognize that 
other journals, including those identified in the top 20 also publish works related to marketing 
society issues. For example the Journal of Marketing has published a number of works (such as- 
Lichtenstein et al 2004 and Andrews et al 2004) that could have also been published in more 
focused social-oriented journals. The examining of social issues within boarder journal is an issue 
that could be considered in future research. 
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Data 
The data was collected by reviewing all articles published in 26 journals between 1999-2003. All 
authors institutions of affiliation were identified and then tabulated in two ways. First, the 
number of authors from each institution was counted. Thus if there were four co-authors each 
authors institution was allocated a 1.  If more than one author was affiliated with the same 
institution, this institution would have been credit  multiple times and when an individual listed 
more than one affiliation their score was split between institutions.  Second, the data was 
tabulated to reflect the contribution of each author o the article (i.e. relative articles authored), 
with a sum of 1.00 points allocated between all contributors institutions. 
 
These two sets of publication data were aggregated for each institution across the cluster of 
journals. These data were then aggregated by nationality of institutions.  Across the 25 journals 
there were 3,414 articles, including 929 A articles, 1,861 B articles and 557 Social articles (i.e. in 
the social journals). There were scholars from 27, 57 and 23 countries, respectively who authored 
these works (See Table 3). 
 
Findings 
Table Two summarizes the relative contributions f relative articles authored, the number of 
represented institutions, and the number of authors for each country, for each of the six socially 
oriented journals.  Consultants and industry or government employees are recorded, but not by 
country.  Across the six journals (in this case th partial data from Social Marketing Quarterly 
were included), authors from 23 countries are represent d, and the patterns of participation vary 
among the journals.  During the period 1999-2003, the Journal of Macromarketing had the largest 
number of countries represented (14), followed by the Journal of Consumer Affairs (11), though 
it had the fewest authors or articles of all the journals (excluding Social Marketing Quarterly, for 
which the records are incomplete).  This suggests that among journals with a social orientation, 
the Journal of Macromarketing has the most diverse contribution base in terms of nations 
contributing. 
 
These findings raise the question, how do publication rates among marketing journals with a 
social orientation compare to more traditional marketing journals?  We expected that given the 
global interest in this area and global scope of journals, we would find more national diversity of 
publishing (and by extension, interest) in social m rketing journals than in A- or B- level 
journals. Table Three summarizes numbers of institutions, authorships and % of authorships 
across countries for A-Level, B-Level and social marketing journals (the latter excluding 
SMQ).  Empty squares indicate no publications for this country in the category.  During the 
period 1999-2003, A-level journals published articles by authors from 27 countries, while B-level 
journals published articles from authors in 51 countries. These numbers reflect the fact that a 
broader number of interests and topics are reflected in a broader spectrum of journals (e.g., 
consumer behavior, research methods, econometric modeling, services, advertising, and/or 
strategy, in addition to issues of marketing and society).  The relatively small number of countries 
represented across sub-disciplines among A-level journals, compared to B-s, might indicate that 
A publishing is more exclusive.  Further examination of this issue (not included here) indicates 
that not only are the vast majority of A-level authors from research focused US universities. 
 
While social marketing journals appear to have some broadness in coverage, it appears that, 
compared to A-s and B-s, social marketing as reflected in these publications, is the purview of 
the Anglo world (US, UK, Australia and Canada).  In short, Marketing and Society is of 
worldwide interest, but worldwide should not be interpreted to mean global.  Combined, 
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these results suggest differences in participation patterns, but alone leave open the question of the 
dispersion of authorships across and within countries.  What can we say about the distribution of 
authors of articles on marketing and society, compared to A-level and B-level journals? 
 
To address this question, we calculated a Herfindahl-Hirschman Index (HHI) for each journal 
class, by institutions, authorships and number of relativ  articles authored, at the country level.  
The HHI is used in a variety of contexts to measure industrial concentration.  It expresses 
concentration by taking into account both the distribution and proportions of factors (higher 
numbers indicate higher concentrations).  It asks if we drew two authors at random, what is the 
likelihood that they would be from the same country?  Answers depend both on the number of 
countries and the relative authorship across those c untries.  As we might expect, not only are 
relatively few countries represented in the A-level journals, even fewer are repeatedly 
represented.  The most globally diverse journals appear to be the B-’s, at least among those we 
examined.  Social marketing journals are more concentrated than B-’s, although it does need to 
be remembers that there are in fact twice the number of journals represented (11- B as compared 
to 5- social oriented) and there are also 3 times as many papers in B journals. Thus the diversity 
of B journals publishing would be less surprising. 
 
In examining the HHI for authorships to institutions there are large differences for A-s and B-s 
across nationalities (see Table Four). There are however, similarities in regards to US based 
contributions to A- journals based on the number of institutions contributing and for B-journals 
based on authorship issues. As such it would appe r that there is a reasonable spread in 
institutions as authors of socially focused work. This would suggest that discourse within the 
marketing and society journals reflects a conversation, rather than a lecture. 
 
 
Table Four: 
Herfindahl-Hirschman Indices for Number of Institutions, Number of Authorships 
and Relative Articles Authored and Number of Authorships, by Journal Class 
 
 
Journal Class 
Number of 
Institutions 
Number of 
Authors 
Relative Articles 
Authored 
A  Level 0.4351 0.6419 0.6753 
B  Level 0.2733 0.4095 0.4155 
Social 
Journals 
0.4211 0.4738 0.4728 
 
 
 
Conclusions 
The results suggest that there is global appeal for research into marketing and society, as 
evidenced by publishing the recognized journals focusing on these topics (e.g., Andrews et al 
2004 and Lichtenstein et al 2004), as well as the diversity of authors and countries represented 
in the focused marketing and society journals. This has important implications for the 
development of the discipline. One could infer that as publishing in specialized socially focused 
journals increases, it would be gaining prestige within institutions were the authors are based. As 
such it may be moving from a niche topic of interest to a more widely accepted on. The 
increasing numbers of works in traditional journals having a social focus would further support 
this. While this would seem to be positive it is possible that the dispersion of interest has 
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unintended consequences, the most important bei g that there is possibly less need for the 
focused or specialized journals. While it might be beneficial to move social oriented works in to 
the main stream, thus moving beyond preaching to the converted, it could also be that the 
emphasize of works are shifting as they appear in more generalist journals. While, Shugan 
(2003) calls for a valuing of all research and research outlets, it is unclear how 
institutions and colleagues perceive these works. 
 
The results of this preliminary examination are of course positive in terms of the spread of 
interest of research into social types of issues. More research might be undertaken to examine the 
underlying motivation of such research. Is this because of the growing importance of the issue or 
underlying psychological motivations of researchers? Is it because individuals perceive this area 
of research to be one that is easier to examine, because of consumers intrinsic interest and the 
fact that the industry has not been over researched? 
 
The global spread of interest is important ad may present different opportunities. There may be 
more globally comparative works. Such research allows for an examination of generalisability of 
issues and approaches, but also allows for sharing global experiences that enhance research and 
practice. If the global examination of issues were to be a fragmentation rather that focusing, 
diverse research may preclude synergies in being developed. 
 
For research communities, such as the Macromarketing Society, this analysis should raise 
questions (and concerns) about where its resources (conferences, proceedings, journals, library 
presence, membership) should be concentrated.  Where should we meet in the future?  What 
topics should we address at meetings and in special issues of JMM?  We differ to the discussion 
of the conference to address these and related issues. As with most research, this work possible 
raises more questions than it answers. 
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Table One 
Journal Criteria Scores and Rankings  
(Adapted from Polonsky and Whitelaw 2004a & 2004b) 
 
 
JOURNAL 
Prestige 
Score 
Theory 
Score 
Practice 
Score 
Teaching 
Score 
Cluster 
Journal of Marketing Research 6.52 6.35 5.09 4.08 A 
Journal of Marketing 6.52 6.17 5.47 4.59 A 
Journal of Consumer Research 6.58 6.45 4.34 4.13 A 
Journal of the Academy of 
Marketing Science 5.52 5.41 4.67 3.91 A 
Journal of Retailing 5.59 5.32 5.14 4.07 A 
Advance in Consumer Research 4.26 4.69 2.85 3.04 C 
Journal of Advertising Research 4.86 4.66 5.06 4.14 B 
Journal of Advertising 5.24 5.06 4.76 3.92 B 
Psychology & Marketing 4.57 4.59 3.82 3.30 B 
Journal of Consumer Psychology 5.26 5.26 4.02 3.55 B 
Marketing Science 6.24 6.05 4.98 4.00 A 
Marketing Letters 4.68 4.49 4.10 3.44 B 
Journal of Public Policy & 
Marketing 5.20 4.80 4.85 4.03 B 
European Journal of Marketing 4.13 4.10 4.23 3.33 B 
Industrial Marketing Management 4.42 3.95 4.71 4.08 B 
Journal of Marketing Education 4.11 3.74 3.61 5.39 B 
Academy of Marketing Science 
Review  3.16 3.55 2.84 2.08 C 
Journal of Personal Selling & Sales 
Management 4.43 4.43 4.86 4.09 B 
Journal of Consumer Marketing 3.69 3.71 3.66 2.94 C 
International Journal of Research in 
Marketing 4.79 4.82 4.18 3.68 B 
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